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Septwolves cigarette brand in China's tobacco industry is a new brand, brand in 
1995, more than a decade of development has achieved good results, but the face of 
the industry to continuously promote the" cigarette on the level of" spring tide, the" 
open source" strategic achievement of Septwolves brand rapid expansion at the same 
time, restricting the promotion of brand value, the current" brand transformation of " 
road to promote the brand value, but needs more clear strategic planning. 
In this paper, based on the brand transformation of Septwolves brand 
transformation background research, mining wolves cigarette brand problems, use of 
brand strategy, brand construction, innovation marketing theory put forward policy 
recommendations and improvement scheme. 
Starting from the analysis of the industry" cigarette on the level of" fundamental 
policy proceed with, the wolf brand transformation industry background is analyzed, 
and from septwolves brand development, market performance, market competition 
summary of seven wolves cigarette brand development experience and the main 
problem. 
The second is based on the septwolves brand" open source strategy" and" the 
road of transformation " of the analysis, put forward compose to build system of value 
proposition. 
The application of brand strategy mode theory, brand system and positioning 
theory, marketing theory, from the three aspects elaborated how to build Septwolves 
brand value system. One is based on the brand strategy theory, Septwolves brand 
value system construction of top priority is to choose brand strategy mode. Two is the 
use of brand force system and positioning theory, from the brand, brand culture, brand 
communication, brand extension to four dimensions, put forward to build" the 
immortal" brand strategy and target system. The three is from the current popular 
culture marketing, Internet marketing, cooperative marketing innovation marketing 
theory and method, put forward the concrete measures to enhance brand value. 
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这些数据绘制成图，便可得出一条极为良性的成长曲线，如图 1-1 所示。 
 
























逐年上升，2011 年达到 2/3，相比 2003 年的三类烟比重提升了 1 倍多，但省外
市场四类烟比重一直占据半壁江山，七匹狼品牌形象中低档被固化。如表 1-1 所
示。 
                                                        
① 烟草行业卷烟产品分类标准：不含税调拨价 100 元/条以上的为一类烟；70-100 元/条的为二类烟；30-70
















表 1-1 七匹狼品牌行业地位演进 
年  份 2005 2006 2007 2008 2009 2010 2011
全行业总销量(万箱) 3929 4042 4282 4408 4559 4708 4871
七匹狼销量(万箱) 33.4 54.3 87.5 107.3 121.6 142.1 166.9
七匹狼销售增长率(％) 96% 63% 61% 23% 13% 17% 17%
七匹狼市场份额(％) 0.9% 1.3% 2.0% 2.4% 2.7% 3.0% 3.4%









图 1-2 七匹狼品牌家族 
 
七匹狼卷烟品牌是中国烟草较早开展品牌营销烟草品牌，从最早的“与狼共


















转变为诉求狼的“智慧、奋进、共赢”的灵性文化。其过程如表 1-2 所示。 
 
表 1-2 七匹狼品牌核心理念演进表 






























































































                                                                                                                                                               
基础管理上水平。 
①即《烟草行业“卷烟上水平”总体规划》，其主旨是提高中国烟草整体竞争力，争取用五年或更长一段时
间，着力培育 2个年产量 500 万箱、3个 300 万箱、5个 200 万箱以上，定位清晰、风格特色突出的知名品
牌，并且在国际市场要有所突破，培育 12 个销售收入超过 400 亿元的品牌，其中 4 个超过 600 亿元、1个
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